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ABSTRACT

As social media has developed, online interaction between consumers and companies has increased 
rapidly. This research explores how companies’ replies to consumers’ past online comments affect 
consumers’ predictions of their chances of winning randomly determined associated rewards (e.g., 
a random drawing). The results of two studies show that consumers who left positive comments 
(encouragement/appreciation) and then received a reply from the company predicted a higher likelihood 
of winning a random drawing than those whose comments did not receive company replies. Both 
the boundary and the underlying mechanism of the effect are discussed in the research. The present 
research contributes to the literature on companies’ online reply patterns by linking their online replies 
with consumer predictions concerning randomly determined rewards, extends consumer efforts from 
offline purchases to online comments, and provides insights into the differences between consumer 
predictions regarding traditional offline promotional events and online promotional events.

Keywords
Online Comment, Online Reply, Randomly Determined, Valuable Efforts

1. INTRODUCTION

With the development of new information and communication technologies—and in particular, with 
the development of the Internet and social networks—consumers’ consumption habits have changed 
by virtue of having new channels through which to search for, assess, choose, and buy goods and 
services (Alves, Fernandes, & Raposo, 2016). To adapt to this changing market, companies must 
develop appropriate and effective Internet marketing tactics. Social media can efficiently bring 
consumers and companies closer to one another not only by providing companies with the opportunity 
to communicate with consumers through various social networks but also by allowing customers to 
conveniently leave negative or positive comments (complaints or appreciation) with companies (Kelly, 
Kerr, & Drennan, 2010). It is therefore not surprising that large companies, small and medium-sized 
enterprises, individuals, and even presidential candidates are effectively exploiting social media as 
a tool for communication and promotion (Riu, 2015). In addition, traditional marketing strategies 
are increasingly being employed by means of social media. For example, Hungry Jack’s in Australia 
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promotes its business with a mobile app named “Hungry Jack’s Shake & Win.” Consumers can win 
free coupons for Hungry Jack’s by shaking their mobile device and checking in with their Facebook 
account.

Social media provide consumers a means of communicating with one another and companies 
(Floreddu & Cabiddu, 2016). Many companies in China promote their products and communicate 
with consumers through Weibo, which functions in China as the equivalent of Twitter in the U.S. One 
propaganda method frequently employed by companies on Weibo is called “comment, forwarding, 
and drawing”. When companies promote new products, services and/or events, they introduce their 
advertising through Weibo and inform their consumers, “Comment and forward this post, and you 
will be entered into a random drawing to win rewards!” The speed at which the advertisement spreads 
accelerates as a result of this promotional method. Do consumers predict that they have the same 
likelihood to win a prize? Would the number of consumers’ past comments influence their predictions? 
What would a company’s replies on social media mean for consumers? Would these replies influence 
consumers’ perceptions? The present research addresses these questions.

This research examines whether companies’ responses affect consumers’ perceptions and 
judgements by assessing consumers’ predictions concerning randomly determined rewards in a drawing 
as part of an Internet promotion, even when the drawing is explicitly identified as random. Although 
the comments left by consumers on social media are typically either positive or negative, we consider 
only the positive comments in this research. When the comments were positive (encouragement/
appreciation), consumers who received replies from the company felt they were more likely to win 
the drawing no matter how many comments they left previously. Consumers did not believe they 
would win the drawing when the company replied only to their comments because they believed 
their efforts (e.g., positive comments) were more valuable to the company than others’ efforts. The 
present research contributes to the literature on companies’ online reply patterns by linking their online 
replies with consumers’ predictions of winning randomly determined rewards, promotes consumers’ 
involvement from making offline purchases to posting online comments, and provides insights into 
the differences between consumers’ predictions regarding traditional offline promotional events and 
online promotional events. In addition, the present research provides marketers with deep insights 
into consumers’ psychology and some suggestions for drawing promotion.

2. THEORETICAL BACKGROUND

2.1 Effect of Online Comments
Traditional media such as television and newspapers are considered low-interactive media because 
audiences can only receive information passively and cannot provide feedback (Schultz, 2000). 
However, the emergence of the Internet has significantly altered these methods of communication. 
In contrast to traditional media, online media allow individuals to express their opinions quickly and 
easily, such as through online comments. As online consumers’ comments are often readily visible 
to others; these comments may be viewed as representing public opinion, particularly in direct 
assessments of the public climate (Lee & Jang, 2010). Meanwhile, consumers are more likely to be 
influenced by inferences they make about public opinion based on the comments of others (Li & Feng, 
2015). For example, Lee and Jang (2010) found online comments on online news exerted a greater 
influence on people’s perspectives than the opinions expressed in the news itself. Thus, on the one 
hand, consumer complaints can provide an opportunity for companies to understand the root causes 
of consumer problems and to gain competitive advantage as the result of improvements made due to 
complaint-related problems (Yilmaz, Varnali, & Kasnakoglu, 2016). On the other hand, comments 
communicating encouragement or appreciation are always welcomed by a company. Positive comments 
on social media can enhance brand attitudes and significantly influence consumers’ purchasing 
decisions (Xue & Phelps, 2004; Lee & Youn, 2009).
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Given the crucial role of online comments in Internet marketing, consumers also use comments 
to express their emotions and opinions about the company, such as by using the “Like” button. 
Gerlitz and Helmond (2013) argued that people use “social buttons” (e.g., share, recommend, like, 
post, vote, and bookmark) on social media to present their opinions clearly and easily. For example, 
Nike’s Facebook has more than 32 million “likes”. In these cases, fans of Nike signal their affection 
using online comments and “social buttons”. From consumers’ perspectives, leaving comments and 
clicking the “like” button are ways of supporting their favorite companies. Meanwhile, companies 
with many “likes” and comments on their social media pages can build on this popularity to increase 
sales, to increase their returns on investments, to spread information about their brands, and to enhance 
their brand reputations (Abedin, 2016; Kozinets, Valck, Wojnicki, & Wilner, 2010; Yu, Duan, & Cao, 
2013; Kumar, Bhaskaran, Mirchandani, & Shah, 2013). The “2018 Alipay Chinese Koi” is one of 
the most successful examples of social media promotion. At the beginning of the Chinese National 
Day Golden Week Holiday in 2018, Alipay organized a marketing activity of in which all a consumer 
needed to do was retweet a microblog posted by Alipay to be entered into the drawing pool. At the 
end of the holiday, only one person was randomly chosen as the “Chinese Koi” and won an incredible 
list of prizes provided by more than 200 of Alipay’s partners. Finally, more than 3 million people had 
commented, retweeted and joined the “Chinese Koi” lucky draw.

Consumer comments are also a type of electronic word-of-mouth (eWOM), which is defined as 
entailing any positive or negative comments made visible to others via the Internet from potential, 
actual, or former customers regarding a product or company (Hennig-Thurau, Gwinner, Walsh, & 
Gremler, 2004). Numerous studies have demonstrated that eWOM plays a crucial role in influencing 
consumer behavior (Bronner, & de Hoog, 2011; Chen & Xie, 2008; King, Racherla, & Bush, 2014; 
Chen, Zhang, & Chen, 2018; Li & Wang, 2018; Subramaniyaswamy, Logesh, Abejith, Umasankar, 
& Umamakeswari, 2017). Thus, from both consumers’ and the company’s perspectives, leaving 
comments on a company’s social media page is an effective means of supporting the company and 
of contributing to its marketing efforts.

2.2 Companies’ Replies and Consumers’ Beliefs
Consumers use social media to communicate with companies, and vice versa. Due to the ease of 
accessing social media, many companies receive numerous comments on their social media feeds. 
However, it is difficult for companies to reply to such comments individually. Mattila, Andreau, Hanks, 
and Kim (2013) find consumers feel no significant differences between a company’s automated reply 
and no reply at all. Therefore, in the real world, companies typically reply to a limited number of 
comments they deem representative of all comments. For example, a post tweeted by Xiaomi company 
has received more than 300 comments, but only 2 comments have received replies from the company. 
Imagine a situation in which you are a fan of Nike and you leave an encouraging comment on a post 
that is an advertisement for Nike’s new shoes on Facebook. Including yours, only 10 comments out 
of more than 1000 comments receive replies from Nike. Would you then believe your support and 
efforts were more valuable to Nike than others’ efforts? Would you believe you might receive special 
treatment from Nike over others who also left comments but did not receive a reply precisely because 
your support and efforts were more valuable to Nike?

Prior research has examined the association between consumer’s efforts and receiving rewards. 
For example, Jiang, Hoegg, and Dahl (2013) find that the association between consumers’ efforts with 
regard to a company through the consumer’s past purchases and expectation of rewards is so strong 
that consumers feel less satisfied with a company when they do not receive special treatment, even 
when they are receiving a desirable perk, such as a free upgrade. In addition, Reczek et al. (2014) 
proposed that consumers’ past purchases would prompt a feeling of deservingness (because of past 
purchases) that would translate into a higher likelihood of receiving rewards from the company than 
that of other consumers. According to equity theory, consumers believe their input should receive 
commensurate responses and output from companies (Adam, 1965). Consumers’ experiences of 
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being rewarded for their prior efforts provide expectations their future efforts should be compensated 
by other rewards. Several previous studies based on the notion of dual entitlement and fairness have 
proposed a similar argument, i.e., that consumers expect to receive certain rewards from companies 
as payback for their efforts (Aurigemma & Mattson, 2018; Haws & Bearden 2006; Reczek, Haws, 
& Summers, 2014; van den Bos, Lind, Vermunt, & Wilke, 1997). Thus, when consumers are asked 
to predict their likelihood of receiving a reward from a company, they naturally regard efforts as a 
criterion. In other word, consumers’ efforts would influence their predictions of gaining rewards by 
the company because of the dual entitlement principle.

However, unlike consumers’ unilaterally subjective perspective in the case of traditional offline 
consumption, namely, their efforts as evidenced by past purchases merits special treatment from the 
company, consumers who extend their efforts through online comments may receive replies from 
the company that can be regarded as a bilateral interaction with companies. We suggest replies from 
companies would be perceived by consumers as an objective signal that their efforts and support 
are more valuable to the company than others’ efforts regardless of how many comments they left 
previously. Moreover, a company’s reply can strengthen consumers’ beliefs that they will be treated 
uniquely (based on their valuable efforts) and thus may influence their predictions regarding the 
likelihood of receiving rewards from the company as compensation, regardless of whether the rewards 
are allocated randomly or based on the consumers’ actions (Feather, McKee, & Bekker 2011; Reczek 
et al., 2014). By contrast, consumers who frequently leave comments on a company’s social media 
page but do not receive any replies would not have the same feeling that their efforts are more valuable 
than others’ efforts because of the sheer volume of comments on the company’s social media page. 
Although these consumers make efforts to communicate with the company, if they do not receive 
a company reply, they do not typically believe their efforts are more valuable to the company than 
others’ efforts. Thus, they would not predict they are more likely than other customers to receive 
rewards. We argue consumers’ beliefs their efforts are more valuable to the company than others’ 
efforts even in more extreme situations, such as random draws, will influence consumers’ predictions 
and judgements. Consumers would regard the random draw as a type of repayment for their efforts 
and support. Thus, we propose the following hypothesis:

H1: Consumers’ predictions of winning a random reward would be influenced by whether their 
comments are replied to by the company, regardless of the number of comments they left 
previously.

H2: This lucky reply effect is mediated by consumers’ beliefs their efforts are more valuable to the 
company than others’ efforts.

As we argued before, consumers’ beliefs that their efforts are more valuable to the company than 
others’ efforts play a crucial role in this effect. However, consumers whose comments receive company 
replies would feel their efforts are more valuable only than those the “average” consumers or other 
consumers whose comments do not receive company replies but not relative to other consumers whose 
comments are also replied by the company. Hence, if the company is “industrious”, which means 
the majority of consumers’ comments have received company replies, consumers whose comments 
receive company replies would not have the feeling their efforts are more valuable than others’ efforts 
because the “average” consumers’ comments receive company replies. As a result, they would not 
predict a higher likelihood of winning the reward. Similar results were found by Reczek et al. (2014) 
in their study 5. They argued that if consumers do not perceive that they have invested more effort 
than others, they will not feel that they have a higher likelihood to win random outcomes. Thus, we 
propose the following hypothesis:

H3: This lucky reply effect occurs only when a few consumers’ comments receive company replies 
and does not occur when most consumers’ comments receive company replies.
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A theoretical model including an overview of the hypotheses and showing in which studies they 
are investigated is provided in Figure 1.

3. STUDY 1

Study 1 tests whether a company replies influences consumers’ predictions regarding randomly 
determined rewards, and the mediating factor is the consumers’ beliefs their efforts are more valuable 
to the company than others’ efforts.

3.1 Method
One hundred twenty students (age range: 18-28 years, Mage = 22.68, SD = 2.59, 33.3% male, 86.7% 
participants used Facebook daily, 12.5% participants used Facebook 4-6 times weekly, and 0.8% 
participants used Facebook fewer than 4 times weekly) from different departments of a large public 
university in Taiwan participated in the study in exchange for course credit. Participants were randomly 
assigned to one of 4 conditions in a 2 (number of consumer’s past comments: low vs. high) x2 (reply 
from the company: no vs. yes) between-subjects study. All participants were asked to read and imagine 
a scenario in which, “A clothing company named ACL holds a random drawing on Facebook to 
celebrate its anniversary. People who forward this post will have the chance to win a coupon worth 
NT$ 1000. You forward this post.” We manipulate the conditions of high (low) numbers of comments 
and with (without) reply in the following manner, “There are many comments below each post on 
ACL’s Facebook page, but only a few comments actually receive replies from the company. You 
left many (a few) positive comments on ACL’s Facebook page last month, and three (none) of them 
received replies from the company”.

To verify the manipulation of the number of consumer’s past comments, participants used a 
7-point scale (1 = strongly disagree, 7 = strongly agree) to indicate their agreement with the following 
statement: “I left numerous comments on ACL’s Facebook page last month.” We also checked the 
manipulation for the reply from the company with the following statement on a 7-point scale: “My 
positive comments received replies from the company.”

Figure 1. Research framework
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Participants were then asked to indicate their chances of winning the coupon on a 7-point scale, 
in response to the following statements (α = 0.82): “I am more likely to win the coupon compared 
with other consumers in the random drawing,” and “I am more likely to win the NT$ 1000 coupon.” 
Moreover, because we predicted that consumers’ beliefs their efforts are more valuable to the 
company than others’ efforts would be the influencing factor on consumers’ predictions, we also 
asked participants to use the same 7-point scale to rate their agreement with the following statements 
(α = 0.81): “My efforts are more valuable to the ACL company than others’ efforts,” and “My efforts 
contribute more to the ACL company than others’ efforts.”

3.2 Results and Discussion
The results of the manipulation check on the number of consumer’s past comments showed that 
participants in the large number of comments condition (M = 6.05, SD = 0.79) reported they left 
more comments on company’s Facebook page last month than participants in the low number of 
comments condition (M = 2.17, SD = 0.72, t(1, 118) = 28.19, p < 0.01). The manipulation check 
also revealed a significant difference between the participants in the without receiving company reply 
condition (M = 1.70, SD = 0.67) and those in the receiving company reply condition (M = 6.17, SD 
= 0.72, t(1, 118) = 35.22, p < 0.01).

We conducted a 2 x 2 two-way ANOVA with participants’ predictions regarding the likelihood 
of winning the coupon as the dependent variable. The results (Table 1) revealed a significant main 
effect for the company’s reply (F(1, 116) = 55.43, p < 0.01, η2 = 0.32). However, no significant main 
effect was detected either for the number of consumers’ past comments (F(1, 116) < 1, NS) or for 
the other two-way interactions between the number of consumers’ past comments and the company’s 
reply (F(1, 116) < 1, NS). The results showed that consumers who received company replies (M = 
4.73, SD = 1.05) believed they were more likely to win the coupon than those who did not receive 
company replies (M = 3.35, SD = 0.95).

To determine whether consumers’ beliefs that their efforts were more valuable to the company 
than others’ efforts mediated the effects of the company’s replies on consumer perceptions of their 
likelihood of winning the coupon, we conducted a bias-corrected mediation analysis using PROCESS 
Model 4 (Hayes 2012). The mean indirect effect was positive (a x b = .8944), with a 95% confidence 
interval (sample = 5000), excluding zero (.6060 to 1.2451), indicating significant mediation by 
consumers’ beliefs their efforts were more valuable to the company than others’ efforts, as predicted.

The results of study 1 support H1 and H2. These results show that company replies lead consumers 
to believe their efforts (such as leaving comments and likes) is more valuable to the company than 
others’ efforts, which further prompts them to estimate a higher likelihood of winning the coupon 
in the drawing as a reward. Therefore, no matter how many comments consumers previously left, 
receiving company replies leads them to believe their efforts are more valuable and they would have 
a higher likelihood of winning the reward event prize than other consumers.

Table 1. Results of Study 1

Number of consumer’s 
past comments

Reply from the company Mean (M) Standard deviation (SD)

High Yes 4.73 1.07

No 3.30 0.84

Low Yes 4.72 1.05

No 3.40 1.07
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4. STUDY 2

Study 2 sought to determine whether the percentage of a company’s replies to comments influences 
consumers’ expectations about winning the random drawing jointly with whether a company replies, 
as mediated by consumers’ beliefs their efforts are more valuable to the company than others’ efforts.

4.1 Method
One hundred twenty students (age range: 18-27 years, Mage = 21.59, SD = 2.37, 23.3% male, 82.5% 
participants used Facebook daily, 13.3% participants used Facebook 4-6 times weekly, and 4.2% 
participants used Facebook fewer than 4 times weekly) from different departments of a large public 
university in Taiwan participated in this study in exchange for course credit. Participants were 
randomly assigned to one of 4 conditions in a 2 (percentage of a company replying to the comments: 
low vs. high) x2 (reply from the company: no vs. yes) between-subjects study. All participants were 
asked to read and imagine the following scenario: “A clothing company named ACL holds a random 
drawing on Facebook to celebrate its anniversary. People who forward this post will have the chance 
to win a coupon worth NT$ 1000. You forward this post.” We manipulate the conditions of the low 
(high) percentage of a company replying to the comments, and with (without) reply in the following 
manner, “There are many comments below each post on ACL’s Facebook page, but only a few (and 
the majority of) comments receive replies from the company. You left several positive comments 
on ACL’s Facebook page last month, and three (none) of them received replies from the company”.

To verify the success of manipulating the percentage of a company replying to the comments, 
participants were asked to indicate their agreement with the following statement on a 7-point 
scale: “ACL company replies to only a few consumers’ comments.” In addition, we used the same 
manipulation check for the reply from the company as we did in study 1 with a 7-point scale.

As with study 1, participants were asked to indicate their chances of winning the coupon by 
responding to the two statements presented in study 1 (α = 0.89) and indicating the agreement of the 
belief their efforts are more valuable to the company than others’ efforts (α = 0.83) on a 7-point scale.

4.2 Results and Discussion
The results of the manipulation check of the percentage of a company replying to the comments 
showed that participants in the high percentage of a company replying to the comments condition 
(M = 6.37, SD = 0.64) reported that the company replies to more comments on its Facebook page 
last month than participants in the low percentage of a company replying to the comments condition 
(M = 1.92, SD = 0.62, t(1, 118) = 38.82, p < 0.01). The manipulation check of the company’s reply 
showed results for participants in the without receiving a company reply condition (M = 2.00, SD 
= 0.76) and those in the receiving a company reply condition (M = 6.00, SD = 0.86, t(1, 118) = 
26.95, p < 0.01).

We conducted a 2 x 2 two-way ANOVA using participants’ predictions regarding the likelihood 
of winning the coupon as the dependent variable. The results revealed the significant main effects of 
the percentage of a company replying to the comments (F(1, 116) = 7.98, p < 0.01, η2 = 0.05) and 
the company’s reply (F(1, 116) = 10.42, p < 0.01, η2 = 0.07). In addition, the results also revealed 
a significant interaction between the percentage of a company replying to the comments and the 
company’s reply (F(1, 116) = 16.94, p < 0.01, η2 = 0.11, Figure 2). The results of the planned 
contrast showed that when consumers’ comments did not receive company replies, there was no 
significant difference on consumers’ predictions of winning the coupon between the low percentage 
of a company replying to the comments condition (M = 3.20, SD = 1.12) and the high percentage of 
a company replying to the comments condition (M = 3.45, SD = 1.10, F(1, 116) < 1, NS). However, 
when consumers’ comments received company replies, consumers in the low percentage of a company 
replying to the comments condition (M = 4.72, SD = 1.20) predicted higher likelihoods of winning 
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the coupon than those in the high percentage of a company replying to the comments condition (M 
= 3.28, SD = 1.10, F(1, 116) = 24.08, p < 0.01, Figure 2).

As with study 1, we conducted a bias-corrected mediation analysis using PROCESS Model 8 
(Hayes 2012) to determine whether consumers’ beliefs their efforts were more valuable to the company 
than others’ efforts mediated the effects of the company’s replies on consumer perceptions of their 
likelihood of winning the coupon (as moderated by the percentage of a company replying to the 
comments). The index of moderated mediation was positive (aW x b = .8454), with a 95% confidence 
interval (sample = 5000), excluding zero (.1856 to 1.4936), indicating significant mediation by the 
belief their efforts were more valuable to the company than others’ efforts, as predicted.

The results of study 2 provide further evidence for H2: a company reply will prompt consumers 
to feel their efforts are more valuable to the company than others’ efforts. However, participants will 
not believe their efforts are more valuable to the company than others’ efforts when the company 
replies to all the consumers’ comments. When most consumers’ comments receive company replies, 
consumers whose comments receive company replies would not feel their efforts are more valuable 
than others’ efforts since almost all other consumers’ comments receive company replies. Consumers 
whose comments receive company replies would predict a higher likelihood of winning the coupon 
only when the company replies to a few consumers’ comments, as predicted in H3.

Figure 2. Interaction between the percentage of company replies to the comments and the company’s reply on participants’ 
predictions regarding the likelihood of winning the coupon
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5. GENERAL DISCUSSION

Increasingly, consumers use social media as a channel through which they can communicate with 
companies. Online comments are one of the most frequent ways consumers use to encourage and 
support the companies for which they have an affinity. Whether the comments are appreciative or in the 
form of a complaint (excluding negative abuse, of course), they reflect consumers’ efforts and desires 
to help the company improve. As a result of the large number of online comments on companies’ 
social media pages, only a few can receive company replies. In the present research, we perform two 
studies to examine how company replies to consumers’ past online comments influence consumers’ 
predictions of the chances of winning randomly determined rewards. The results of the two studies 
offer evidence that consumers’ feelings their past efforts (including online comments and “likes”) 
are more valuable than others’ efforts constitute the reason consumers whose past online comments 
received a company reply predict a higher likelihood of winning a randomly drawn prize. Company 
replies are regarded by consumers as signals indicating that the company thinks their support and 
efforts are more valuable than others’ efforts, leading them to believe they are more likely to win 
a drawing as a reward for their efforts. However, the same lucky reply effect occurs only when the 
company replies to a few consumers’ comments.

5.1 Contributions and Implications
The present research contributes to the literature in several ways. First, previous studies on companies’ 
online reply patterns are mainly focused on complaint handling (Mattila et al., 2013; Huppertz, 2007) 
and how to design replies to different consumers (e.g., online support-seeker) (Li & Feng, 2015). 
However, the present research links a company’s online replies with consumers’ perceptions and 
judgements through assessing consumers’ predictions concerning randomly determined rewards. In 
addition, this research also extends the application of Reczek et al. (2014), which used past purchases 
to show consumers’ loyalty and efforts. We extend the study of consumers’ offline purchases to their 
online comments by identifying the connection between a company’s online replies and consumers’ 
beliefs that their efforts are more valuable to the company than others’ efforts. Reczek et al. (2014) 
argued that consumers’ past purchases would trigger a feeling of deservingness that would lead to 
a higher likelihood of receiving rewards from the company than other consumers. In other words, 
the feeling of deservingness is a subjective thinking triggered by consumers’ beliefs that their past 
purchases contribute more to the company than others’ purchases. However, unlike offline past 
purchases, consumers who leave online comments may receive a reply from the company. Compared 
with the unilateral subjective feeling of entitlement, consumers who have received company replies, 
a type of bilateral communication, would then believe their efforts are noticed by the company, 
which would affect their expectations that they are more likely to win the rewards event. Without 
company replies, the number of past comments (efforts) cannot influence consumer predictions. Only 
the comments receiving replies would be regarded as efforts that are more valuable to the company 
than others consumers’ efforts. Moreover, this research also contributes to the promotional events 
literature. Laporte (2009) classified promotional games into those depending on luck and those 
depending on skills. Prior research on luck in marketing has focused primarily on the consequences 
of feeling lucky (Darke, 1997; Jiang, Cho, & Adaval, 2009). The present research provides another 
explanation of influences on consumers’ perceptions and judgements apart from luck. As a greater 
variety of promotional methods are used on social media, this research provides new insights regarding 
the differences between consumers’ predictions regarding traditional offline promotional events and 
online promotional events.

The results of this research will benefit companies. The results show that consumers who always 
support companies by leaving comments on social media and who receive replies from companies 
will feel strongly that companies regard their efforts and support as more valuable to the companies 
than others’ efforts. Hence, they will regard promotional activities, even fair activities (random draws), 
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as a means of repayment for their support and efforts and will therefore predict a higher likelihood 
of winning the rewards. For example, the “Chinese Koi” lucky draw was won by an IT engineer 
whose username was Xin Xiao Dai. Although the majority of the other participants congratulated 
Xin Xiao Dai, several participants continued to express their dissatisfaction with the drawing result 
by questioning the fairness of the drawing. Some participants even posted their Alipay bills to show 
the great efforts they had made previously on Alipay. Similar to the results of our research, they all 
believed that they should win the rewards. Thus, when companies conduct promotional activities 
(e.g., lucky draws, coupons), they need to pay more attention to consumers who make more valuable 
efforts than others. A lucky draw may be a double-edged sword for a company that already has a large 
number of loyal consumers because these loyal consumers may be unsatisfied with the results of not 
gaining rewards. On the other hand, a new company can promote its products through a lucky draw 
that can easily accelerate the spread of advertisement without dissatisfying the consumers since the 
company does not yet have many loyal consumers. Thus, for “special consumers” who always leave 
comments and interact with companies on social media, companies can offer a particular promotion 
to further increase their loyalty and maintain their online participation. A virtuous cycle would result 
in which companies not only attract more consumers to interact with but also consolidate the loyalty 
of existing consumers.

5.2 Limitations and Future Research
Nonetheless, our study has several limitations and presents potential avenues for further research. 
The present research focused only on the impacts of positive comments. In real life, negative online 
comments are even more common than positive comments. Although negative comments may 
damage a company’s reputation, some negative comments can also be used by the company as 
criteria for future improvement. Hence, a consumer’s negative comment (e.g., a complaint about 
the low battery capacity of a smartphone) that can lead to improvement seems to be more valuable. 
Would a consumer posting such a comment predict a higher likelihood of winning a randomly drawn 
prize? In addition, although the sample we used in the present research was comprised of university 
students from different departments, the sampling method may still have a potential impact on the 
managerial application of this research. Marketers need to pay attention to the potential impact of 
the student sample when applying the results of this research due to the different level of familiarity 
with social media between students and mass consumers. Nevertheless, the present research can still 
provide valid insights into a cohort that represents a significant target market (i.e., the student market) 
for companies in online promotions. Our research showed no significant differences regarding the 
likelihood between high and low numbers of comments when consumers have the same number of 
replies. However, does no difference in likelihood remain when consumers who leave a few comments 
with company replies are asked to predict their likelihood of winning the rewards compared with that 
of others who leave many comments but have only the same number of replies? Furthermore, if the 
actual reward distribution is random, will consumers have a higher level of disappointment in the 
long run? Since customer relationship management is conducted over a long period of time, it may 
be interesting to investigate how the effect of lucky loyalty plays out both in the short run and in the 
long run. We leave these and other questions for future research to explore.
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